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fiTHE WoRLD'S GREATEST NEWSPAPER]/(]
Charles A. Brownell

called as a witness in a hearing at Detroit, Mich-
fgan, on behall! of Henry Ford, being first duly
sworn, testifed in part as follows on direct ex-
amination by Mr. Lucking, attorney for Mr.

{

What is your business, please?

Advertising manager for the Ford Motor
Company. f

How long have you occupied that position?
Three years and a half.

Previous to that time had you been in the -

advertising business?

Thirty years.

Without going any further into detaiis, we
may say that you have had perhaps as long
an experience as an advertising man as any-
body in these parts now?

I think I have the longest experience. They
call me the dean of the advertising frater-
nity here for that reason.

\

Q~Well, it has been your province, has it, to

place such advertising as the Ford Com-
pany desired in newspapers and periodicals
during these last few years?

“Yes, to make up the selection of the media.

That is, with the particular papers?

Yes, the selection of whether we should use
newspapers, billboards, street cars, or do it
direct by letter.

Has the Ford Motor Company, during your
connection as advertising manager, used the
Chicago Tribune as an advertising medium
of its product?

We never put out a campaign of newspaper
advertising that did not include The Chi-
cago Tribune,

In the placing of that, however, I understand
that you yourself selected or approved The
Tribune, among others, as the advertising
medium?

We made the selection absolutely without
consulting anybody outside of our own ex-
perience.

And by that you mean primarily yourself?
Myself.

In selecting The Tribune as one of the news-
papers in which advertising of the Ford
Company should be placed, what did you
have in mind?

The leading newspaper in the city of Chi-
cago, with a large circulation and an influ-
ential circulation; as well as a large circu-
lation in the territory in which we have a
number of live, progressive agents; states
of Illinois, Iowa, Minnesota, Wisconsin,
Indiana, and Michigan, especially the
northern section of Michigan, which is not
reached by the Detroit metropolitan papers,
or in a large volume by the Grand Rapids
papers,

What do you mean by the northern section?

I mean west and northwest of Grand Rapids,
the Traverse Bay territory, and the North-
ern Peninsula territory.

You mean resort territory, so to speak?

Well, resort territory, and then the Northern
Peninsula. You see, the Chicago papers
come into Marquette, and in through that
territory, what-we call the Northern Pen-
insula territory, and cover it, and our Mich-
igan papers, very few get in there. That
territory is literally covered with the Chi-
cago papers, particularly The Chicago
Tribune—that is, the el: aent we wish to
reach. 2

Are you able to state the relative position of
The Chicago Tribune as an advertising me-
dium of automobiles in the territory you
previously named, as compared with other
Chicago newspapers?

I considered it by far the best. “
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Jnder Oath

: Henry Ford’;s Expert Witnesses

Qe Thicago Tribrooe

e N ——————

N In his million-dollar libel suit against The Chicago Tribune, Henry Ford
called as witnesses in his behalf two advertising experts of national fame:
Charles A. Brownell and E. Le Roy Pelletier. What these men said about
The Chicago Tribune is quoted on this page. One is Advertising Manager of
the Ford Motor Co,, the other is a close personal friend of Ford.

Shrewd advertising men, these, men of vast practical experience, men who—
weighing their words in the solemnity of court procedure—only said the
least their experience and conscience permitted them to say concerning The
Chicago Tribune. Bearing in mind that favorable admissions from an adverse
witness are the most weighty form of evidence, note what these Ford wit-
nesses testified to concerning The Chicago Tribune.

‘Dominating Influence in Many Siat'es

“They. testified under oath that The Chicago Tribune has altogether
extraordinary merit as an advertising medium—that it is a dominating
influence in many states—that it is read and respected by the best classes
of people—that actual sales produced for their clients had demonstrated to
each of them its pre-eminence.

Note that E. LeRoy Pelletier said that The Chicago Tribune was re-
garded as a “NATIONAL MEDIUM.” This, in the technical language
of advertising men, meant that he considered it on a par with the
big national magazines swaying public opinion through a wide territory and
not alone in the city of publication.

Note that Charles A. Brownell never placed a newspaper campaign of
advertising for the Ford Motor Co. that did not include The Chicago
Tribune which he considered “by far the best” medium in its territory.

Note that he considered it more influential in large sections of Michigan
, than the biggest papers published in Michigan.

Note that Mr. Pelletier cited as typical of The Chicago Tribune circu-
lation the big business man in the capital of the state of Michigan who
read The Chicago Tribune and The Chicago Tribune only.
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Prove

E. LeRoy Pelletier

called as a witness on behall of Henry Ford, be-
ing lirst duly sworn, testified in part as follows
on direct examination by Mr. Lucking, attorney
for Mr. Ford:

I
Q. Does The Tribune circulate in the surround-
ing territory?
'‘A. 0, yes, for some distance, probably covers 14
states,

Q. What territory, principally, does it cover
around Chicago, that you, as an advertis-
ing man, are aware of, in placing your ad-
vertising? -

Well, it covers Illinois and southern Wiscon-
sin, northern Indiana, heavily, I should say.

Cover any of Iowa?
Iowa, eastern Iowa.
Cover any of Michigan?

It covers several states more thinly; it covers
the western part of Michigan pretty heavy,
yes, well, in fact, it covers Michigan, I have
not the exact figures here, but it has a basic
circulation, relatively.
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Has it any value in the resort country, so to
speak, north and west of Grand Rapids?

O, yes. ’

And up in there, up in the Traverse Bay dis-
trict?

O, yes.

Why do you say that, is it from observation?

Observation and experience of several years,
probably 13 years or so.

Is that circulation in through that district of
The Tribune of value to advertisers of auto-
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mobiles? il :
A. O, yes, yes. r‘ !
Q. Is it recognized by them as such? & ‘L
A. O, yes, so much so that the factory always & ’
pays half of it, because of its broad distri- it &
bution, where Chicago papers can only cash é B
in on half or less than half—the Chicago \

territory which would cover probably ten f
counties. We consider it in a sense the Na- 5
tional media, that is to say, it is one of a L |
few that we consider sufficient to cover na- v
tionally.

Q. You mean a different proportion of expense
of advertising in the Tribune is borne by
the factory?

A. Yes, because of the sales we can make outside
of the territory of the Chicago district.

For instance, your Reo people then recognize,
as I wonderstand, its value as well as one
more experienced, like yourself, does?

Yes.

Has Mr. Benham ever discussed circulation
matters with you? i 9

Yes.
Michigan circulation of the Tribune?

O, yes, several states. We figure it covers
twelve to fifteen states, to some extent, Of
course, as you get further away from Chi- 4 o
cago, the influence is less, I should say, tak- ¢ W
ing Grand Rapids as a sample, it ig probably
more influential than the Detroit papers.

Why do you say that?

Because of the class of people who take it. A
very excellent class of people buy it, and a
considerable percentage of a class of solid
business men, to whom we sell automobiles
in all those places. For example, take the
sales manager of the Reo Company at Lan-
sing, the only paper he reads is The Chi-
cago Tribune, the only one he really reads,
and he says he never missed a day, he has
told me that several times. Now, he would
be typical of a(:lass in Lansing that would
read it.
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Q. Would you say the class of people the Trib-
une reaches is appropriate to the trade of
automobile advertising?

A. A very large percentage of it, a large per-
centage of it, a larger percentage, probably,
of its total clrculation than of the Hearst

papers.

During This “Year of Opportunity,” 1919, Use This Dominating
Influence in Many States—Advertise in The Chicago Tribune

Eastern Advertising Offices—251 Fifth Avenue, New York City
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